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MasterCard® |International
U.S. Acquirer Committee
June 6, 1995
San Francisco, California

The meeting convened at 8:30 a.m. on Tuesday, June 6, 1995 at the Ritz-~

Carlton Hotel in San Franecisco, California,

Acquirers:

Mr. Bayyari Mr. Fujitani

Mr. Brick Ms. Milaes

Mr. Busseimaier Mr. Recktenwald
Ms. Cerpanya Ms. Rossi

Mr. Chatham Mr. Stanford
Mr. Dennis Mr. Strider

Mr. Drucker Mr. Turille

MasterCard Staff

Ms. Alexander Mr. Lewis

Mr. Blair Ms. Minichiello
Ms. Cline Mr. Newman
Mr. Cruickshank Mr. Park

Mr. Gore Mr. Robinson
Mr. Grosso Mr. Stanley
Mr. Hanft Mr. Stefansll
Ms. Hennessey Mr. Sullivan
Mr. Heuer Mr. Wright
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WELCOME

Fred P. Gore, Senior Vice President, U.S. Acceptance, apened the meeting by
welcoming all attendees and introducing new committae members: John L.
Busselmaier of First Bank Systems ard J. David Stanford of KeyCorp. 1In
addition, he introduced Alan Heuer who recently joined MasterCard as
President, U.S. Region. Kevin Sullivan, Vice President, Acquirer Relations,
then presented an overview of the day's agenda. The minutes from the
January 31, 1995 mesting were approved as written.

GLOBAL POINT OF INTERACTION STRATEGY

Sharon Cline, Senior Vice President. Global Paint of Interaction, presentad
an overview of the strategic direction lo be taken by the newly fermed
Global Point of Interaction group at MasterCard. She noted that severai
converging factors are influencing the development of this function: a
change in consumer usage habits, consumption and demographics; the
emergence of new sales channels: increased speed in transactions:
enhanced reliability of technology and integrated processing capabilities.
Meanwhile, she said, the traditional point of sale platform is evolving to
include many naw technalogies: chip, PIN, biometrics, signature capture,
cardholder activated terminals, ATMs, personal computers and telephone.
Distribution channels are also changing to incorporate such technologies
as ceflular, frame relay, interactive and cyberspace.

Ms. Cline stated thal MasterCard must identify opportunities to offer
value-added information services to acquirers, merchants and cardholders.
Several acquirars expressed the desire to learn of MasterCard's plans in
this area during the development phase to ensure that the committee has
the opportunity to advise MasterCard on how these organizations will work
together. Ms. Cline indicated she would return to the committee when
concepts behind these information-based products are available,

Ms. Cline also updaled the commitliee on the business status of the
MasterCard Aulomated Point of Sale Program (MAPP). Transaction growlh
for MAPP grew 30% in 1994 from 19563, Transaclion volume for 1395 |s
currently running 35% above 1994 levels. Protitabilily for 1994 increased
significantly trom 1993 levels. Several acquirers expressed the apinion
that profits from MAPP should be used ta lower pneing overall to member
acquirers.

Highly Confidential Subject to Protective Order MCJ0037568



THE INTERNET

David Lewis, Vice President, Electranic Commerce, addressed MasterCard
initiatives relative to electronic commerce.

Mr. Lewis first offered an overview of the Internet, Worldwide Web and
current applications such as database inquiring, E-mail, marksting
services and electronic commerce. Over the past year, the number of
consumers using the Internet as well as the number of companias that have
established a presence there has grown dramatically. Estimates show
25,000 merchants currently set Up to conduct business on-line with 1
mitlion projected for 2000. MasterCard is acling now lo develap the
infrastructure to support transactions over public and private computer
networks.  An electronic commerce group has been developed at
MasterCard. Headed by Ed Hogan, Senior Vice President, the group will
addrass issues related to transaction processing, rules and policies and
security tor electronic transactions.

The commuttee requested certain autstanding issues be addressed
including the BankNet Internet gateway function, security ptans and debit
processing. Mr. Lewis agreed 1o keep the committee up to date on
developments related to electronic commerca.

CHIP TECHNOLOGY

Terry Stanley, Director. Chip Card Technolagy. then presented an averview
of chip card technology, its applications in the bankcarg industry and the
global standards under development jointly by Eurocard, MasterCard and
Visa (EMV).

Counterfeit now exceeds theft as a saurce of fraud worldwide, he said.
Chip technology affords tne bankcard industry effective carg
authentication and cardholder verification methods. Despite the many
beneftts of smart cards in the area of combating fraud, MasterCard is
pursuing chip card strategies for overall positive profitability impact
which includes new merchant market penefration and increassd volume
This technology will be vtilized in conjunction with Persgnal
ldentification Numbers (PINs).
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Smart card technology was first employed by international
telescommunications companies in the early 1980s as pre-paid, dispasable
card products, Mr. Stanley reportad. The smart card was laler usad in
Denmark in a pre-paid "memory® application for use at various point of
sale locations. The product was viewed as a way to reach ths "unbanked"
-- consumers without credit card, debit card or deposit accounts. One of
the first uses of chip as a way to track frequency shopping originated in-
Singapore (off-line). A multi-functional card {credit, debit, calling card)
has been in development in Germany for several years,

In terms of transaction flow, Mr. Stanley said, smart cards will suppor
off-line authorizations as well ag on-line issuer-driven programs. The
sman card can also be used to script messages between the host and the
POS terminal. MasterCard envisions that mag stripes will be present in
the first waves of any sman card initative, therefore ensuring ils
merchant compatbility. There are currently four classifications of smart
cards. A simple memory card will store a fimited amount of data and be
compatible with off-line authorizations. An | i card
features an integrated circuit chip. Processor designales a card that
functions like a central process.ng unit with Read Only Memory (ROM) and
Random Access Memory (RAM). A multitinctional card operates with an
operating system and a processor. Card manufacturing costs range from
$0.75 to $16.00 per unit depending on functionality but it is expected that
costs will decrease markedly over the next few years.

Mr. Stanley nated that many acceptance devices today can read chip cards.
Cver time, interconnected networks will evolve that will allow acceptance
at alternative point of interaction platforms such as mobile phonas and
financial institution networks.

Mr. Stanley reported that Europay, MasterCard and Visa have been working
together 1o develop specifications and standards for card development
which will enable manufacturers, issuers and acquirers to fully understand
whal the product will look like in advance ot any market development
effarts.  The first release from this group was announced in 1994,
Subsequent learning was incorporated into a second release in June of
19985, Future releases will accommadate changes n technulogy.
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Mr. Gore stated that MasterCard's initial smart card development effors
have cenlerad on understanding fraud benefits and developing a business
case but that now the focus has shifted to operating pilots in global
markets such as the Canberra, Australia pilot scheduled for later this year.
One acquirer requested that an update on chip technology be presented to
merchants at the upcoming MasterCard Retail Forum. Ms. Alexander said
such a presentation was already included on the agenda.

OPERATIONS UPDATE

Robert Newman, Vice President, Merchant Operations, then presented an
update on MasterCard rules, policies and operational changes that impact
acquirers. This will be a regular feature at Acquirer Committee meelings
going forward, Mr. Newman saig.

Mr Newman reoviewed matters tefore the International Operations
Committes (IOC) meeting held February 22-24, 1995 including these vatiag
items: mandate of the 635 Purchasing Card Addendum Record: elimination
of the reason for potential chargeback in the retrieval request record; and
elimination of the sales receipl document request for "no signature”
cnargebacks at CAT Level 2 terminals. The following discussion items
were addressed at the meseting: restricted use of "no signature”
chargeback for counterfeit accounts for self sarvice terminal
transactions, amendment of bylaws and rules to prohibit acquirers and
merchants from establishing a maximum; and the data integrity program.

Voling items for the June 1995 10C meelng included: restriction of the
“fraudulent transaction/no signalure” and “fraudulent transaction/no
imprinl® chargebacks for counterfeit aceount level 2 CAT terminals:
amendmeant of bylaws lo prahibit merchants displaying the logo from
establishing maximums; in-flight commerce; proposal o modify CAT rules.
rules madification for slectranic commerce; merchant ID mandate: and
liab:ty of issuers for fraud on Flastics stolen fram agents.

Mr. Newman requested that the committee provide feedback on a potential
MasterCard program that would help issuers identity the specific
decartment at the merchanl where the transaction is taking place. To do
this, department cade MCCs would be included in the autharization request
reccid such as jewelry, computers, etc. rather than the broad “denartment
store” MCC.  The committee said such a change would be difficul; 2nd
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cosily to implement both within their own shops and at the merchant. |In
addilion, the benefits to the acquirer/meichant are not clear. This
program cauld result in a higher level of declines and the acquirers would
like to know if there would be any shift in fraud liability to rewarg
merchants lor providing this information. Several committee members
said they would be willing to bring the concept directly to their merchants
to provide feedback to MasterCard. Mr. Newman said he would update the
appropriate groups at MasterCard in regards to this feedback and report -
back to the committes.

DEBIT DESTINATION PROGRAM

Carl Stefansli, Vice President, Debit Acceptance, then updated the

commiltee on a destination market pragram designed to increase the
number ol Maestro acceptance locations displaying signage at highly
visibte lourist areas in the U.S. as well as grow volume and promote
Maestro issuance.

Following research. the Maestro staff identified 10 U.S. cities with heavy
international and domestic traffic as well as a strategic fit with
MasterCard’'s company-wids objectives. Acquirers who sign merchants in
specitic MCCs and zip codes can qualify for three distinct tiers of
incentives that range from a free debit terminal, pin pad and printer to an
extremely competitive offering from VeriFone. Acquirers will be able to
decide whether o reward the POS technology to the merchant or uysc it
with other merchants. Committee member feedback to the promotion was
extremely favorahle with most indicating they will participate.

Mr. Stefanelli reminded the committee of the other 1995 initiatives
tnderway to support acquirer debit efforts such as a merchant decal
sweepslakes; an acquirer sales contest: advertising in" tourist baoks and
brochures; trade/consumer public relations; acquirer sales materials: and
point of purchase signage.

He reported that learning from a recent merchant program at a faclory
stores mall in Vacawville, Califormia will be packaged and distributed to the
acquinng community shartly. In the successful Vacaville program,
Maestro quantified the positive impact of clerk trauning and signage in
nereasing averall penslration of check and cash salas
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PURCHASING CARD

Joan Hennessey, Vice President, Purchasing Card Acceptance, then
presented an update on MasterCard's efforts to build acquirer support and
merchant acceptance for the Purchasing Card product. Thers are now 45

acquirers active in this market.

Ms. Hennessey provided detail about the MasterCard mandate of the 635 .
Purchasing Card record {effective September 30, 1995) and the processor
certification program. Ms. Hennessey requestad the full support of the
committee members in meeting this mandate.

MaslerCard is currently developing a supplier directory that issuers can
share with prospective and current clients. The directory. which includes
‘the merchant DBA, city, MCC, dala capture (leve! I or LI} capabitity, tax iD
and merchant type, 1s designed to drive usage to MasterCard Purchasing
Card merchants. The committes endorsed the approach outlined for the
coliection and dissemination of this directory.

In another new initiative, MasterCard plans to create a supplier acceptance
announcement vehicle to be sent to corporations that will serve as
adverlising for accepting merchants. This concept has been extremely
well received by all parties involved: merchants, carporations. issuers and
acquirers.  The committee complimented staff on its effarts to create
simplified marketing materials that directly appea! to the Purchasing Card
target groups.

MEETING CLOSING
Mr. Gore closed the meeting by thanking all padicipanis. He announced
that the next meting will be held September 28, 1935 in New York. With no

further business, the meeting was adjourned.

H#h
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MasterCard International U.S. Acquirer Committee
Agenda
Thursday, November 2
Purchase, New York

8:30 - 9:00 a.m. Breakfast Meeting Room
9:00 - 9:15am. Welcome F. Gore

915 - 10:00 a.m. Chip Update D. Wetherington
10:00 - 11:00 a.m. Electronic Commerce T. Pouliot

11:00 - 11:15a.m. BBreak

I1:15a.m. - 11:45a.m. CVM J. Hancock

11:45 a.m. - 12:15 p.m. New Market Programs S. Carter

12:15 p.m. - I'30 p.m. Lunch

1:30 p.m. - 200 p.m.  Government Market Update K. Sullivan
2:00 pm. - 2:45 p.m. MasterCard Online A.Grim

2:45 p.m.-3:00 pm. Break

3:00 p.m. -4:00 pm.  Retail Index Program E. Alexander

4:00 p.m. - 4:15p.m.  Closing Comments F.Gore
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Date
October 17, 1995 w

To

iS5, Acquirer Committee

From Memorandum
Diane Wetherington

Subject

Acquirer Committee Pre-Read

Coples To

An update will be given on MasterCard's recent smart card activity in the last few
months.  In March 1995, MasterCard announced the first roli-out of our stered
value product in Australia. An overview and update will be given on the
Australian pilot. Merchant acquirer participation, merchant training and
recruitment will be covered. We will also review oiher stored value programs in

progress.

We will also review our newly developed merchant profitability model for stored
value. We look forward to your comments and feedback on the model.

We will also entertain questions about our chip activities relating to the acquiring

counnunity or in general.
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Datm
October 17,1995

To
US Acquirer Committee Members
From Memorandum

Tom Pouliot

Subject

Electronic Commerce

Copies To

In my presentation [ will report on MasterCard's effort in the fast moving
Electronic Commerce arcna and will cover the following;

«  Introduce the mission and role of the Electronic Commerce Group along with
the anticipated initiatives for 1996

s Review the status of MasterCard's Security Standard
»  Explain how that standard wilt be implemented

»  Qutline the potential processing flow for authorization and deposit over the
[nternet

We look forward to sharing our perspective and hearing your feedback on this
important emerging area.
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Date
October 17, 1995 w

To
U5, Acquirers Cornmittee

From Memorandum

Jody K. Hancock

Stowe Frey
Subject

Market Impact Assessment of CVMs at the Point of Sale

Copinz To

In July of 1994, the MasterCard International Board approved a resclution to
support the implementation of a chip card delivery platform for all MasterCard
products. The Board supported simultaneously developing a related Cardholder
Verification Method (CVM]), likely PIN.

Pursuant to this resolution, MasterCard initiated a global market assessment study
among its four constituencies - issuers, acquirers, merchants and cardholders ~ to
evaluate PIN as a CVM at the point of sale. The 10 U.S. issuers/processors who
constituted the first research phase recommended that the subsequent phases of
the study incorporate other cardholder verification methods, such as biometrics.

The second phase, including discussion of biometrics, is scheduled for completion
in October '95 and covers interviews with U.S. acquirers and merchants. The
results of these first two phases will be presented at the U.S. Acquirer Committee
meeting. Some highlights for your review and input are outlined on the
following page

The last phase to be initiated this autumn will 1) complete
merchant/acquirer/issue research in three additional countries: Brazil, Korea, and
the UK., and 2) indude cardholder research in all four countries, including the
U.s.

While this is a briefing overview with no specific feedback expected, any input
trom the U.S. Acquirers Committee is welcome.
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9/249/95
U.S. Acquirers Committee

MARKET IMPACT ASSESSMENT OF CVMs

HIGHLIGHT SUMMARY: U.S, ISSUERS, ACQUIRERS, MERCHANTS

The Need for a Cardholder Verification Method (CYM) in the U.S

Only half of issuers interviewed are presently convinced of a need for CVM other
than signature. All however recognize the need for improved security as the
payments industry moves to electronic commerce and broader points of
interaction. Meanwhile, other methods currently available may suffice, such as
CVC and behavioral profiling and neural nets

The majority of acquirers with PIN (debit) experience were enthusiastic about
transitioning to PIN-based transactions with single message due to its cheaper
processing, the virtual elimination of chargeback and relrieval volumes, reduced
fraud passed back from issuers, and the ability to provide merchants with a new
cardholder base. Acquirers without PIN experience are not as clear on the benefits
of PIN and are uncertain on impact on throughput in store.

Merchants gave similar reasons as those acquirers with PIN experience for
advocating moving to PIN at the point of sale. Additionally, they cited that it
would result in a probable reduction of check processing.

However, the majority of merchants need to be convinced that a new CVM would
be better than today’s process and safeguards, citing their primary business focus
that any new payment process would generate incremental sales, be supported by
consumer demand, and/or enhance the “shopping experience”.

hoi ; vs, Biomelr
Most issuers prefer biometrics to PIN. They felt that biometrics uniquely identifies
the cardholder whereas PIN is transferable. However, they huld mixed views
about near-term feasibility of biometric solutions, especially cardholder enrollment

isues and customer service implications at the POS.

Both merchants and acquirers do not perceive that biometrics are feasible in the
near term. They consider biometrics too invasive and “Star Wars like” (futuristic).
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Migration Sirategy

Both acquirers and issuers would prefer to implement a CVM migrating directly to
chip, although some PIN debit acquirers indicated an interest in moving to PIN
while on magnetic stripe. Several concerns were voiced, including:
* Fraud will migrate to weakest link regardless of CVM controls
* Increased consumer demand for PIN self-select which may increase risk if
PIN were comprotnised
+ Cost of implementation still unknown

While certain merchant segments find obvious benefits to CVM, others will find
CVM either difficult to implement or having fewer benefits. These segments
included a) car rentals and lodging industries with pre-authorization and b) small
ticket/low fraud retail merchants among others.

Merchents indicated that hardware and software upgrades to chip/PIN may not be
as difficult as originally anticipated IF the chip platform was rolled out within
approximately the natural life cycle of terminal upgrades and was supported and
facilitated by hardware manufacturers

Incentives

Both issuers and acquirers agreed that an equitable incentive plan to migrate to
PIN at the p.o.s. was necessary and had to reflect potentiat fraud reduction, direct
cost savings of both acquirers and issuers, and other benefits derived from a chip
platform. Additionally, acquirers strongly urged that the new chip-related rules
reflect the shift in liability in a more secure CYM environment.

There are some differences as to the length of the incentive period. Issuers focused
on the one-time conversion to chip infrastructure, icluding a CVM, while
acquirers wanted incentives to reflect the long-term payback from fraud reduction.

Merchants, especially those with a large number of terminals per location,

indicated that lump sum payments to cover one-time conversion costs may be
required.
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Date
October 17, 1995 w

To
U.S. Acquirer Commiltee

From Memorandum
Scott Carter

Subject

Acquirer Committee Pre-Read

Capies To

Continued growth in the supermarket category has generated significant new revenue
opportunities for acquirers. There is still a lot of room to grow, both in terms of new
localions and additional volume MasterCard has responded by updating and
enhancirg current promotions and acquirer tools, while also developing new
merchant targeted programs. We will review manufacturer tie-ins, frequency and
loyalty programs, and the role of co-branding in expanding supermarket acceptance.

We will also report on the recently announced program with BJ's Wholesale Club
which is noteworthy as the first warehouse to accept MasterCard. We will also cover

the new warehouse interchange.

I will also answer any questions you may have on petroleum, convenience store, fast

food, movies, parking, or taxi acceplance.

[ look forward to seeing you in November,
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Date
Qctober 17, 1995 w

To
U5 Acquirer Committee

From Memorandum
Kevin Sullivan

Subject

Government Acceptance
Coples To
Fred Gore

This provides you with an overview of the presentation I will make at the
November 2, 1995 US. Acquirer Committee meeting on the subject of government
acceptance,

Background

In 1992, MasterCard dedicated staff to government acceptance with an eye toward
this $300 billion market in U S. consumer payments. Since that time, MasterCard
volume growth rates in this category have been strang:

Sub-Category '94-'95 % Growth
Government services +43%
Courts +73%
Tax payments +11%
Bail bond +47 %

Several high profile government entities have begun credit and/or debit
acceptance programs include: The U.S. Postal Service; Phoenix Valley Metro Bus
Line; National Park Service; Michigan Department of Natural Resources; City of
Boston Parking violations; Milwaukee court judgments; San Jose taxes.

The bulk of accepting government entities however, are "retail-oriented"
organizations with competitors (such as the USPS and transportation agencies)
rather than mandatory payment agencies (such as tax collectors and courts) that
face no competition. US. acquirers have faced difficulties in signing new
government agencies that refuse o accept card payments without adding a
consumer surcharge.

Highly Confidential Subject to Protective Order MCJ0037587



Tage 2

Legislative Update

Thus far this year 31 states have passed legislation allowing credit and/or debit
acceptance. Many of these bills include language about surcharging. At the federal
level, bills have been introduced to allow widespread government acceptance. The
House Ways & Means Committee is considering a bill that would allow the IRS to
accept cards. At the November 2 meeting, I will provide the committee with an
update on legislative efforts that pertain to acceptance.

Service Markets and Recurring Payments

Very recently, merchants in service industries that have typically not accepted
credit and debit cards in the past have begun to express interest in learning more
about card acceptance benefits. These industries include: utilities,
telecommunications, cable television, subscriptions, transportation, insurance, on-
line services (high penetration) and others. MasterCard US. Acceptance is
currently conducting acceptance pilots with a utility and a transportation provider.

Merchants in these industries are very interested in allowing their customers the
ophon of recurring payments -- where a cardholder authorizes the merchant 1o bill
the consumer's card at regular intervals in the future.

The recurnng payment options usually fall into three ca tegories:

- on-going/indefinite
- instaliment payments for set period of time
one time payment in the future

There are several operational and customer service issues with recurring
payments that must be addressed. MasterCard's 1995-96 plan calls for: an acquirer
survey; an issuer survey, consumer research; merchant interviews; exploration of
the potential need for a recurring payments indicator in the authorization
message: and cardholder communications.

At the upcoming meeting, | will update the commitiee on MasterCard service

market initiatives, plans for future pilots and MasterCard’s effort to better
understand recurring payments.
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Your Feedback Requested

At the committee meeting, I would like to get input on the following issues:

- Suggestions on marketing materials and sales tools that will help your sales
force sign government agencies.

- Obstacles the bankcard industry is likley to face as it approaches service market
merchants such as insurance companies and utilities about credit acceptance.
Also, potential solutions to help demonstrate acceptance benefits to these

groups.
- Your experience with recurring payments, your perspeciive on recurring

payments as an opportunity and MasterCard's plan to better understand these
transactions.
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Date
October 17, 1995

To
US. Acquirer Committee

From Memorandum
Anne Grim

Subject

Acquirer Committee Meeting

Copies To

The November 2nd meeting provides an ideal opportunity for us to bring you up to
date on the launch of MasterCard Online and MasterCard Market Advisor.

MasterCard Online represents one of this organizations most important developments.
It is the technological platform thru which all of MasterCard's products will be
delivered to members in the future. Building this plalform was crucial to delivering
on our goa! of providing services to members that improve performance throughout
the organization.

The desktop, PC-based format makes accessing MasterCard Online simple. You receive
the information you need where and when you need it. Over the coming months, we
will lpopulatei MasterCard Online with a wide array of products and services that help
you {o manage the performance of your payments business.

The first product to be delivered across the piatform is MasterCard Market Advisor, a
database marketing tool that helps co-branding members and their partners to measure
the performance of heir marketing programs. MasterCard Market Advisor taps the
MasterCard information warehouse -- the industries is largest warehouse of consumer
transaction data -- to provide insight into cardholder spending patterns. This unique
tool will provide decision support to help you:

generate incremental revenue
create new products

reduce expenses

build brand loyalty

enhance customer service
select marketing partners
conduct market research

Plans are well underway to place additional products on the MasterCard Online
platform. [ look forward to telling you more about our strategy at the November 2nd
meeting.
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improving busin.ess performance
re q uires
informed

decisions

To make those decisions, you need
timely access to the highest quality,
most precise information. MasterCard Online

1s your gateway to that information.

MasterCard Online embodies MasterCard's 10tal
commirment to harnessing rhe finest teclinological
capabilities to deliver services to members that improve
performance throughout the organization. Quile simply,
itis the most ads anced technological platform of any

payments services provider in the world.
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oW TARGET. O 1)mE

Ol YOUE DISK. ON LOUNSL.

MasterCard Online

connects

you to the tools you need

to improve
business performance
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On Target That’s where your business
decisions need to be. That’s where MasterCard
Online will take you.

MasterCard Online delivers to you a range of PC-based

services that t‘|1rectlyI affect your top and bottam line.

- ——

From segmenting markets to identifytng potential risks
to henr‘hmarkmg results, MasterCard Onhine gives yon
«mely access Lo a range of unique servires that helfp you

manage the performance of your payments business.

On Time MasterCard Online gives you online acress

to a family of producia thai leverage MasterCurd's mas-

sive information warehouse with saphitnicated data
minig and decision-support tools. You conduct
business with MasterCard directly, in the st
efficient manner, at the time you choase. You

access information about your payments business as

soon as it enters the MasterCard information ware-
hanse. Timely infarmation results in timely decisions—

the kind you need tc make.
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turn to
the most |

advanced

Qn Yaur Desk lhe information you

need 1s delivered to the place where

you need . Point-and-click desktop access

enables yau to tap the MasterCard Osline family of
preducts with ease. These tosls allow yon 1o
manipulale, analyze, and create custom
reports frnm your personai computer.
Some MasterCard Online p;oducls also
allow you to export data o other Windows™-
based software and proprietary databases,
making it possible ta combine MusterCard infar-

mation with vours for the most incisive onalyais.

MasierCard Online CONNECTS YOU TD THE MOST SOPHISTICATED

SOFTWARE AYAILABLE FOR MANIPU _ATING MARKET INFORMATION
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To access MasterCard Online, you need:

4B6/50 or higher microprocessor

MS.DOS 5.2 or Iater

Microsoft Windows™ 3.1 [enhancad moge)

& MB or more of memaosy

3 M8 ot avanabla hard disk spaca

3.5 high-density ;7.4 mgy disk drive

* VGA monitor rsvGa recommendag)

netwerk connectiviry using 14,400 bps mAadem

Tecammeanden)

 fMuuss or compatible pointing device

Help Qast for fyrther nformation

I—ri_-__

V. 18 compatibia 28,800 bns modem with data TOIprestinn capavifives

Adaltionst connseriym, OPLIONS dr availabie. Plexsa contact tha MasieeCprg

(4]

you need (o tnprove business

rse. With constant access to
the most relevant, tmely, consistent
information, yo navigate your programs
to achieve intended results Whether your goal is to
generate icvenuce, control cas, reduce frand, or lighten
efficiency, MasterCard Gniine connecls you to the taols

performance.
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making possible the

most |

- - — — -

Incisive
analysis
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On the Mark Through the MasterCard Online
tamily of produets, you can:

* wonilor cardholder spending patterns

o spot potential fraud risks

® compare Your card performance
against peer groups

° identify termimated merchangs

o isalate new larget markets

c

fuanage the flow of chargebacks,

retrievals, and otlier exceptions

A: MazrarCard rulls ut the wide ranpge of products delivered across the
MacrerCard Online architecture, you will experience continual improve-
ments In revenue generation, expense cantrol, eﬂiclency. and overall

buziness performance.

All these touls will be delivered using » secured connection that ensures
ouly you have access 1o your information, MasterCard Online uses secu-

titv measores that protect your data frum unauthorized arcess.

For the information you need, turn to the most advanced
technulogical platform oi any payments services provider

in the world. That platform is MasterCard Online.

———
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Data

October 17,1995 @

To
U.S. Acquiring Committce Members

from Memorandum
Ellen G. Alexander

Subject
U.S. Acquiring Committee Meeting - 11/2/95

Copiwi TOo

At the meeting we will provide an overview of a new product offering that
acquirers can provide to their merchants. We believe that the Merchant &
Consumer Index Program is a highly leveragable product complementing the
strength that most members offer their merchants, which are relationship
orientated. Additionally, this program can provide a new fee-based revenue
streamn for acquirers.

Qverview

The MasterCard Merchant & Consumer Index Program is partly a monthly
report allowing the retailer to track dollar and transaction volume against
other like businesses within MCC category and geographic areas. The other
report is based on customer profiles detailing where they live and other
psychodynamics.

Although database marketing has become increasingly more sophisticated, the
retailer continues to rely on research data to learn more about their own
customers and where they live and work; to learn more about the
competition; and to gauge the consumer confidence climate. Current market
intelligence from research providers fall short in both the timeliness of the
data delivery as well as the accuracy of the data collected.

Transaction-based data is the solution to the merchant’s need for a timely and
accurate tool for strategic and tactical decision making. We believe that this
program will be a highly desired necessary program throughout the merchant
community.
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